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vertising is the traditional emphasis in the movie marketing mix, in recent years the 
5 budget for promotion has equaled the advertising budgets. This essay discusses 

two areas of movie promotion that studios have increasingly turned to for addi- 

tional revenues: merchandising and promotional/partner tie-ins. These two ele- 

ments of the promotion mix generate billions of dollars in revenue for studios each 

year, but they are generally overlooked by the general population and academic 
97 researchers. 
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n- Building brand identity becomes more difficult in a media-saturated culture, making 

), it difficult to get a commercial message through to its audience, and requiring mar- 

‘a keters to develop evermore omnipresent devices for reaching consumers. Corpora- 
tions use synergy as a way of conveying consistent brand messages through multiple 

2, venues. Those venues have expanded beyond our conventional notions of the mass 


media, however, and increasingly rely on physical environments such as theme 
parks, casinos, and even residential communities to communicate and reinforce 
brand messages. These places, artificially constructed environmental simulacra, ob- . 
scure the distinctions normally made between the cinematic world and the real 

] world. The transformation of space into a new advertising medium has significant 
cultural implications. 
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valuable case study because of the conflict between its relentless product placement 
and its dark vision of contemporary global capitalism. The article investigates four 
aspects of global capitalism addressed by Cast Away: the compression of time, the 
compression of space, the rising influence of multinational corporations, and the 
dominance of consumer culture. 
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The development of product placement in films and television shows can be readily 
observed by anyone who has devoted a significant part of their lives going to the 
movies. The first product placements were generic and fictitious and were hardly 
noticed by the movie-going public. But, as the placement of real products became 
more prevalent, it became apparent to the serious film buff that the presence of a fic- 
titious or clearly disguised product became more of a distraction than the use of ac- 
tual products. The attempt to make serious realistic films is sometimes sidetracked 
by a clearly fake product that strikes at the suspension of disbelief of movie goers, 
particularly when they have some familiarity with the product NOT being placed. 


KEYWORDS. Cinema, films, logo, motion pictures, movies, product placement 


INTERVIEWS 


A Leading Cultural Critic Argues Against Product Placement: 


An Interview with Mark Crispin Miller 
Mary-Lou Galician 


A Rising Independent Filmmaker Argues for Product 
Placement: An Interview with Samuel A. Turcotte 
Mary-Lou Galician 


Harry Potter, Coca-Cola, and the Center for Science 
in the Public Interest: An Interview with Michael F. Jacobson 
Mary-Lou Galician 


A Pulitzer Prize-Winning Media Critic Discusses Product 
Placement: An Interview with Howard Rosenberg 
Mary-Lou Galician 


MEDIA REVIEW 


Screening MEF’s Behind the Screens: Hollywood 


Goes Hypercommercial (2000) 
Mary-Lou Galician 


219 


223 


227 


237 


This review offers a summary of a Media Education Foundation video about prod- 
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tions for using it with school and college-age audiences as well as at professional 
and academic meetings. University of Massachusetts Communication Professor 
Sut Shally established The Media Education Foundation in 1991 “as an indepen- 
dent non-profit organization to produce and disseminate educational videotapes 
as well as conduct research on timely media issues” with a stellar Board of Advi- 
sors that today includes cultural critics Noam Chomsky, Susan Douglas, Susan 
Faludi, George Gerbner, Todd Gitlin, Stuart Hall, bell hooks, Robert W. 
McChesney, and Naomi Wolf. 
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